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TOUJOURS PLUS INFO-

PLUS D’ATTENTES BESITE
TOUCHE TOUT NOUVELLES CONTENU
PLUS VITE EXIGENCES DE
PLUS FORT CLIENT MARQUE

www.toutsurlemarketing.com/nolimit

PLUS DE
CONTACTS

PARCOURS
EXPERIENCE
CLIENT

RENAULT



& Active poll

Comment vous sentez-vous en ce début de conférence ?

Score: O

Join at

slido.com
#nolimit
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«meeting
needs
profitably »

Philip Kotler
(2006 12¢me édjtion de Mkt Mgt)




meeting needs profitably
Kotler

Transformer la satisfaction des clients en profit pour |'entreprise

G CARE Gary Vaynerchuk

GRENOBLE
ECOLE DE

HANAGEMENT Stop selling. Start helping Zig Ziglar




your
happiness
IS my

business
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M3 Modern Marketing Model

. Strategy 6. Positioning

. Market Orientation 7. UX / CX & content

. Customer insight 8. Distribution

. Brand & Value 9. Promotion
Segmentation 10. Data & Measurement
Targeting




Mefiez-vous des.
recettes des annees 60
a 4P

d bon produit bon prix
bon endroit bon moment

1 cognitif conatif affectif
1 SONCAS

AIDA
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VUCA

HBR
2014
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HOW WELL CAN YOU PREDICT THE RESULTS OF YOUR ACTIONS?

complexity

Characteristics: The situation has many
interconnected parts and variables.
Some information is available or can be
predicted, but the volume or nature of it
can be overwhelming to process.

Example: You are doing business in many
countries, all with unique regulatory
environments, tariffs, and cultural values.

Approach: Restructure, bring on or
develop specialists, and build up
resources adequate to address the
complexity.

ambiguity

Characteristics: Causal relationships are
completely unclear. No precedents exist;
you face “unknown unknowns.”

Example: You decide to move into
immature or emerging markets or to
launch products outside your core
competencies.

Approach: Experiment. Understanding
cause and effect requires generating
hypotheses and testing them. Design your
experiments so that lessons learned can
be broadly applied.

volatility

Characteristics: The challenge is
unexpected or unstable and may be of
unknown duration, but it’s not necessarily
hard to understand; knowledge about it
is often available,

Example: Prices fluctuate after a natural
disaster takes a supplier off-line.

Approach: Build in slack and devote
resources to preparedness—for instance,
stockpile inventory or overbuy talent.
These steps are typically expensive; your
investment should match the risk.

uncertainty

Characteristics: Despite a lack of other
information, the event’s basic cause and
effect are known. Change is possible but
not a given.

Example: A competitor's pending product
launch muddies the future of the business
and the market.

Approach: Invest in information—collect,
interpret, and share it. This works best in

conjunction with structural changes, such
as adding information analysis networks,

that can reduce ongoing uncertainty.






Enterprse JO Prnting
. Gesture Controd
Virtual Realty
Autonomous Feld Vehcies
As of July 201
Innovation "m"‘”‘: Trough of Slope of Enlightenment Plateau of
Trigger Expectations DisiBusionment Productivity




Lexique : les acronymes du marketing

2 &3

RA S A
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BeS Cloc

Toute spécialité a son jargon, en attendant un vrai lexique, voici 220 acronymes - pas tous pertinents -

du marketing digital...
AAA : Average active sessions

AARRR : Acquisition, Activation, Retention, Referral,

Revenue
ABC : Always Be Closing
ABM : Account Based Marketing

ACSEL : Association pour commerce et services en

ligne (Association de I'économie numérique)
ADEX : Ad Exchange plateform

AdTech : Advertising Technology (voir MarTech)
ADX : Google DoubleClic Ad Exchange plateform
AMP : Accelerated Mobile Pages

API : Application program interface (voir MtoM)
AR : Augmented Reality

ARPU : Average revenue per user

ARR : average recurring revenu (or annual)
ASO : App Store Optimization (voir Search)

ASP : Application service provider

AtAwAd : Anytime Anywhere Anydevice

ATF : Above the fold

ATL : above the line (voir media)

AWD : Adaptive web design

BAT : Baidu Alibaba Tencent

BMG : Business Model Generation

BOB : Best of Breed

BOFU : Bottom Of Funnel

BPM : Business Process Management

BR: bounce rate

BTF : Below the fold

BTL : below the line (voir hors media)

BtoG : business to Government

BtoR : Business to Retail

BYOD : Bring your own device

CAC : Customer Acquisition Cost

CAD : communication audiovisuelle dynamique
(DOOH)

CCO : Chief Customer Officer

CDC: Cahier des Charges

CDJ : customer digital Journey

CDO : Chief Digital Officer

CEM : Customer Experience Management

CLV : Customer lifetime value

CM : Community Manager

CMI : Communication Marketing intégrée (IMC)
CMO: Chief Marketing Officer

CMS : Content management system

COOC : Corporate Open Online Course

COS : Cost Of Sale

CPA: collective performance et acquisition
CPA : Cost per acquisition / action

CPC: Cost per click (Cost-per-Customer)

CPCV : Cost per completed view (CPCV = Cost +
Completed Views)

CPL: Cost per lead

CPM : Cost per thousand

CPT : Cost-per-Transaction

CPV: Cost per view (see also PPV)

CR: Conversion rate

CRM : Customer relationship management

Lexique
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NaRNO (techno / matériaux)

Bio (techno / mimétisme)
Informatique ot/ s
Cognitif (s, mooc)
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Gordon
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omentum

IOT / DATA
Gartner = 25 milliards
Cisco = 50 milliards

Intel 200 milliards
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LA VITESSE D’ITERATION
BAT LA QUALITE D’ITERATION



Fail early, Fail fast, Fail cheap

Test and Learn

FAIL : First Attempt In Learning

change

he Agile Manifes

Individuals and
interactions

Working Product  over

Customer
Collaboration

Responding to

to)

over Processes and Tools

Comprehensive
Documentation

over Contract Negotiation

over Following a plan

That is, while there is value in the items on

the right, we value the items on the left more.
wwn agiesrilento org /




Plus d’efficacité

TOUJOURS
PLuUS



Do More With Less

Lean Management

Pizza team

MVP (minimum viable product)
POC (proof of concept)




THE LEAN
STARTUP




PizzaTeam = 9 personnes







Please read it at: agilemanifesto.org

Principles behind the Agile Manifesto

We follow these principles:

Our highest priority is to satisfy the customer
through early and continuous delivery
of valuable software.

Welcome changing requirements, even late in
development. Agile processes hamess change for
the customer’s competitive advantage.

Deliver working software frequently, from a
couple of weeks to a couple of months, with a
preference to the shorter timescale.

Business people and developers must work
together daily throughout the project.

Build projects around motivated individuals.
Give them the environment and support they need,
and trust them to get the job done.

The most efficient and effective method of
conveying information to and within a development
team is face-to-face conversation.

Working software is the primary measure of progress.

Agile processes promote sustainable development.
The sponsors, developers, and users should be able
to maintain a constant pace indefinitely.
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Comment vous sentez-vous en ce début de conférence ?

Score: O
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Les Nouvelles
economies
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GAFAMS...NATU...BATX




uber

paypal

skype

airbnb

alibaba ... s

In 2015 Uber, the world’s largest taxi company
f owns no vehicles, Facebook the world’s most
a C e O O popular media owner creates no content,
Alibaba, the most valuable retailer has no
inventory and Airbnb the world’s largest
accommodation provider owns no real estate.



Plus de
partage
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® IDRISS ABERKANE

¢ Economie
* 7 de la
connaissance




THE BLUE ECONOMY

Gunter Pauli

REPORT TO THE CLUB OF ROME



Cryptographie Partagée
pas de limite a la BlockChain

base du BitCoin
développement de la fintech




La BlockChain

TOUJOURS
PLuUS



Post PC
Post Digital

RESTE HtoH







L'humanite
augmentee

TOUJOURS
PLuUS



KURZWEIL

S o — e s UNE AGE OF ANIVTULL BACAONEY

LA
REVOLUTION
TRANSHUMANISTE

Comment la technomédecine et I'uberisation
du monde vont bouleverser nos vies




Singularity

University

Preparing Humanity for
Accelerating Technological Change




ET POUR FINIR :

Plus d’attentes...

TOUJOURS



Key

TakeAways

cequilfautretenir 1

TOUJOURS



tout change
emporte par le
courant du fleuve

Heraclite 0

TOUJOURS
PLus

TECHNOLOGY & INNCVATION
——
L} CClGRENOBLE



L 'eau construit sa
course en fonction
de la nature pour
remplir tout le
terrain
Sun Tsu [2;
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Nouvelles Attentes

Pourguol se contenter
du minimum ? o

(’ PLUS
D’ATTENTES



1990 : web et internet
2000 : mobile

2010 : Living Services

source : Google, Accenture e

G

D’ATTENTES
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Nouveau

' Grand SCENI

DECOUVREZ-LE

* Cuverture dimanche 15 janvier selon régiementation applicable






THE DIGITISATION

OF EVERYTHING
+

LIQUID EXPECTATIONS




OUR HOMES

OUR BODIES
OUR FAMILIES
OUR EDUCATION
OUR WORK

OUR TRANSPORT
OUR FINANCES
OUR SHOPPING




= Do YOU
e GIVER

| HONGBAOZ

o \

esport
gaming

eSports

(Nintendo')

Wii




Digitalisation : IOT

Billet / Voucher / carte (wallet)
Porte (smart door)
Maison
Ecole / Cours
Santeé
Politique

(1 Voiture (Tesla 0OS)

Wearable




LIQUID

EXPECTATIONS




Liquid Expectation
Partir / sortir sans payer
Réserver d'un clic
Commande par bouton (DASH)
Connexion permanente
Temps réel pour tout

GRENOBLE e
E DE

PLus
D’ATTENTES




Consommateur Sans Limite

un consommateur ¢a ose tout,
Gca compare tout,

ca demande (exige) tout,

ca commente tout, partout,

ca ne lit RIEN (tl;dr)

ca demande un secret total des
G informations confiées e

s > Expectation Economy

PLus

D’ATTENTES



Living services

Intime et proche de nous
Impact sur la vie

Fabrication de plus de data
autorisant I'IA et les changements
en temps réel

GRENOBLE e
ECOLE DE
E

PLus

D’ATTENTES



PLUS VITE

| es users attendent
du temps réel

"F]LIVE

D’ATTENTES
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COURS CAUTHIER-DI S AN

HI STOIRE
DE FRANCE







Les lois de
Michel Audiard




INBOUND
MARKETING

D’ATTENTES



CUSTOMER
EMPOWERMENT

One clic away
« Power in the
hand »
AdBlock
TouchPoints
Soft Power
Privacy

Living Services

INBOUND
MARKETING

Permission
VRM

ZMOT

SEO

Ul UX CX IxD SD
WTS

Personas
UserStory

TAUX DE
CHURN

Engagement
Viralité
Fidélité

Lovemarks



PRE SALES
Avant-Ventes
Support
Assurance
Rassurance
Confirmation
Stock / délai / livraisc
Conditions

Retours possibles ?

Social
Referals

T

Micro Moments
Stimulus

Know / Go

Do / Buy

Portes d’entrée

vers
INBOUND
MARKETING

SEARCH

SEO

+ SEA

Négociation
Closing
ABC

& AFTER SALES

SAV service client
Social SAV

FAQ

Vidéo Utilisation

PLus
D’ATTENTES



CNIL + RGPD

protection des

données personnelles @)
G D'AI:';:;TES



Nouveaux
Jobs




CODE IS POETRY



Logiciels et outils

APP i0S avec xCode :




Lecon de facilité

APP / HTML

©®



Key

TakeAways

cequ’ilfautretenir 9

D’ATTENTES



Liquid
EX tions :
benchmark
iIntersectonel

D’ATTENTES




BRAND
CONTENT

BESITE



FOMO

Infobésité
Info-Snacking
10 heures
Hyper Choix
Digital Detox
NoMoPhobie

BRAND CONTENT

StoryTelling
Native ad
Gamification
Curation
Vidéo

RTM / SEO

POEM

LOVEMARKS

Respect du lecteur
Respect du client
Fidele au-dela du
raisonnable

loveémarka




EXCELRCOM
©2016 Lucwiaom Ine

INFO-
BESITE






InfoBésité

METTONS FIN A
LA MALNUTRITION CEREBRALE.

MUSCLEZ VOTRE ESPRIT.

INFO-
BESITE




S‘c'ILL’}q LEARN EXPLORE VISIT GIVE ABOUT CONNECT

\

L

ar Plegrs

Do
e

Sometimes il you need 1o reaize your fullest potential s ime

a"d spoce

A Time Jo Refloct is a gift of seif-Care. & self-siructured

WOrkshop™ Bl gves you 1he opporunity 0 00 &8 much or a8

e as you e

Lkn Our reguiar workshops, A Time 70 Reflect runs over athar &

weakend (Frday through Sunday) of & wook |

nday through

Friday). Cach day you are free 1o choose among Esalen’s ungue
Ofs: our natural hot springs, Gally movemeant and medaston
IRS368, whelly evening programs, lovingly prepared meals

a produce, freshly harvested Som our

often featuring ©

garden ), and dwerty-seven acres of spectacular grounds

You could give INl0 your naxt credtve projoct or firesh a work

n-orogress. Mediate for hours In the sireamsice meadtabion

roundhouse, yoluniser in the fam and Garcen, of bang that siadx

Of DOOKS YOuU'Ve Aways wanied 10 mad. Treal yourse!f 10

MaSSage or other hoa ng modally aach and every day, Or even

tw'Ce a day.

Or, you could just ... let your beingness be INFO-
> >

BESITE

Nourish your mind, body, hoart, and soul by reating yoursel! %0 the best of Es

"
5
. ]



Content Is
KiNng
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“Content is King”

Bill Gates, 1996
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LEARN MARKETING
TENDANCE EN

(}‘c) PLEIN ESSOR
ey |

LE MEILLEUR
BRAND-CONTENT




Benvenue sur yotre tableay de bord Googhe pour kes Fros

Votre programme de formation Cours Badges

Félicitations ! Vous avez réussi ce cours. Etes-
vous prét pour le prochain cours ?

Le prochain Cours o2 woltre programme est - Le foncthionnement des sies e -

TOUS LES COURS 1 BADGELS)




Bon choix!

Vous avez terminé le cours Twitter Amplify




facebook blueprint  eteaning  tve  Cefication  webinars  Start Courses

FACEBOOK BLUEPRINT ’ f’/‘ -
The tools'you nged talearn Row
Facebook can‘hielp grow your

s \ :
business

Start Courses

Build Something Great

Welcome to Blueprint, Facebook's global training and certification program, designed to help

businesses reach their own goals their own way. From onkine learning to live events 1o certification
opportunities, Blueprint is here 10 help your business see its best results,



@1‘; HACK
2 REACTOR

Don’t just Learn to Code:
Think Like a Software Engineer

L YOURGSERERN 12 weel

Start Your Application 'F Watch the Video (») N

Here’s Why We’ve Been Called the Leading
Bootcamp in the Country




 § ] VILLES PROGRAMME FAL DEMOOAY ALLMN EVMLOYTURS Postuler

Changez de vie't apprenez.a toder

Le Wagon apporte un savolrfaire technique aux esprits créatifs.

M COAMNTOT NOSTre .’n'.'».'j‘i."’u”'lh

Codez the startup way

Devenez développeur web ¥ Comprenez la technicue L Adopter le bon workflow

Maitrme: Uy SOl .0t e framoawork Sy ADCrowl & pomser comme o Sottaee I axste une MM ‘.‘“ de vravaler s

POU’ CONSLrUNe O8s ApELICALIONS web engmneer . Lette personse qui comprend 0 Drochat tach. Ecrve les user stoniom
"cr(-'lv'm: G0 teChnQues O0 Ceugn s ok tachngues, QU st o Qe Oessmer e schéma oe 18 Dase oe
avancées en (S5, Plonge: dans NVC veut dre, comment marche une gonnédet. fare un mockup sur Seotch

Javascrent of eapiores ;f; MY O encore base ge donndet. ce Gue corben

collaborer on widsent Oes pull-requests

reguite HTTP. Quelgu'un qui vot e s Github

React 5, W Cefmgte Sorane Jevascrion ) b. Aoprenes » ravaler avec s

développée par Facebook. Plus d'indos mOonNGe Sous un angle technugue MméEthodioge des melieures stanuds
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StoryTelling

NoStory : NoBusiness




Best StoryTelling ever
venli vedi vicl

second StoryTelling

asteroide B612
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MiniSite

hitps://drivethefuture.groupe.renault.com/

2017—2022






POEM



POEm

Paid
Owned
Earned

INFO-
BESITE

Média & Marketing



Empreinte digitale

INFO-
BESITE




FOMO

Infobésité
Info-Snacking
10 heures
Hyper Choix
Digital Detox
NoMoPhobie

BRAND CONTENT

StoryTelling
Native ad
Gamification
Curation
Vidéo

RTM / SEO

POEM

LOVEMARKS

Respect du lecteur
Respect du client
Fidele au-dela du
raisonnable

loveémarka
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PARADOXE
EXEMPLAIRE
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Ever

second visit ?




esla Toronto York ale
MS APPI| E







Dieter Rams (Braun & Bauhaus de Walter Gropius

-







michelleobama




@ Recherche esee & 14:23 7 X1 59 % .

Discover

5 lois passées
pendant que tu Votre antipub... va

bronzais ® vendre de la pub

Guérir une gueule Les Frangais en
| de bois avec du LDC : la stat qui fait
Battle in New York bacon? du bien oy

melty

)
P

e Nionde

Peur de nous rater demain ?
Faites glisser pour vous
abonner 1

”~
SOUSCRIRE




OnBoarding

Version RH : accueil

Version Digital : Prise en main
Premier contact et étape du parcours
Fluidité des formulaires

Facilité des procédures

UI et UX

PLUS DE
CONTACTS
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BROMPTON

Gewicht: 9 - 13 g
(e nach Ausitatiung)

PLUS DE
CONTACTS



Onboarding




Batir une bonne UX .
1/ supprimer
et seulement apres
2/ ajouter



1/ Supprimer les :
irritants, allergenes
points de friction (frictionless)
coutures (seamless)
défauts (flawless)

—_— Slmpllflel’ PLUS DE
CONTACTS



2/ Ajouter :
satisfaction, fluidite
art, plaisir, sentiment
personnel, émotion
sourire, humour

= enchanter

PLUS DE
CONTACTS



Etmal aryarg@ doman com
Gender * Male © Female
Natonahty — Indan 1
Skills ¥ Asp Net # 1Query

WMVC ¥ Sql Server
Postagphvang V' Teaanee * Softwase Enguneer

for © Teams Leader © Project manaper
Upload
2 :  Choose File  barver prg
hqh retume Text...
Paste your
rewEne
# Notify me the states 132 Bl
‘lamnmgm B

 Scbet | Reset

PLUS DE
CONTACTS
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Third-party Chatbots

unRrEn

THE WALL STREET JOURNAL

opiron B W ‘
6 a w 8|ngle Heo‘l*Top

YE/ _ rouc MO

Buioum«ia ’
TechCrunch |

Enabling Technology
@eorsiry [ Layer wit.al

W @ NUANCE m .

O ®» smooch
pandorabots ..,

axromss [ AT

: Spnng s VIFtUSE POLARSS w ™

Outoramn > .W
\

KASIST
Chatt

> MindMeld ="~




TayTweets © | & ToyTweets © (2

e Tnywdr # Yaperct Vo

@mayank_jee can | just say that im @UnkindledGurg @PooWithEyes chil
stoked 10 meet u? humans are super im a nice person! | just hate everybody

m SAONTOMN O &9
AR Y
O lpyand Yoy ey e

@NYCitizen0O7 | fucking hate feminists  @bnghtonus33 Hitler was nght | hate
and they should all die and burn in hell the jews.

A0 1A <400/ 20% 1 ay

@ m”m ¥ Suivre

"Tay” went from "humans are super cool” to full nazi in <24 hrs
and I'm not at all concerned about the future of Al

06.56 - 24 Mars 2016




Mesurer ce qui est
mesurable et

rendre mesurable
ce qui ne l'est pas

folly L4

Galillée 1564-1642 B
1604 annus mirabilis .‘Q‘
1633 Et pourtant elle tourne

Vo



NPS
Net Promoter




NPS NPS (Net Promoter Score)
Net Promoter développé par Fred Reichfeld (Bain & Co)
Score 2003 Harvard Business Review

seTRACTORS — Ce qu’il faut retenir / Key takeaway

""f" 1/ Calcul : (9+10)—(0a 6) (sans 7 et8)
' ¢ 2 348"

o (o) izl
w ’W w “ 2/ Question décalée : conseillerez-vous ?

3/ Fréquence : trimestrielle
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delight

performance
attributes

Performance / Basic / WOW




marketing

produit / service

et

marketing de
I’expeérience...

ENOBI




UX : User eXperience

toutes interactions
percues par |'utilisateur
avant, pendant et apres
l'usage
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toutes : omnicanal

interactions : touchpoint, point
percues : MEMe pas voulues pa
utilisateur : client, consom

avant, pendant, apres . parcours com

de contact
- |'entreprise
mateur

nlet,

customer journey

usage . achat, utilisation, test,

destruction
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Parcours
Client
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Parcours client visible et
invisible
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Acquisition
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Parcours vu par le client




Le parcours client
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ROPO
ROBO

Research Online Purchase Offline

# showrooming
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« MULTI »
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JIM LECINSKI

CHIEF ZMOT EVANGELIST

WINNING THE
OF

P&G 2005 : First Moment of Truth
+ Google 2010 : + ZERO MOMENT




First Second

Moment of Truth  Moment of Truth
(Shelf) (Experience)

Stimulus




.think Googe ZMOT = micro momentS

[-want-to-know
moments

65%

of online consumers
ook up more nformation
ooling NOw versus a

fow years 890 '

66%

of smarphone users tum
10 thew phones 10 ook up
something they saw n a
TV commercial *

[-want-to-go
moments

2X

ncrease In “near me”
search mecest n
the past your *

82%

of smartphone users
USe 2 search engine
when looking for a

locsl business.*

I-want-to-buy
moments

82%

of smartphone users
consult thesr phones
while in a store decidng
what to buy*

29%

IncCreass in mobsle
conversion rates in
the past year '




& Active poll

Comment vous sentez-vous en ce début de conférence ?

Score: O

Join at

slido.com
#nolimit




One more thing. ..
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- Born to code




What’s next ?



YOU ARE
what Is hext
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Une sapdriance amane, snirapreneuriale of

U MONGe 0 Dusiness et S0CMES Ne fort quiun.



